A c c e p t e d M a n u s c r i p t 2 building a campaign infrastructure across the US by harnessing the enthusiasm of his young support base (Lilleker & Jackson, 2011) as well as an established progressive online activist network (Karpf, 2012; Kreiss, 2012) . While the history of innovative use of technology has a US-centric flavour, one should not underestimate the impact of these developments across Western democracies. Campaign strategists travel the world learning how to campaign and what innovations work, shopping around to learn the latest tactical advantages (Plasser & Plasser, 2003) and then adapting them for competitive advantage in their home nations (Lees-Marshment & Lilleker, 2012) . The developments have largely seen digital technology employed to further the objectives of the campaign, not creating interactive spaces where citizens and politicians can meet or where political issues of the day are debated (Lilleker & Vedel, 2013) . Hence, technology is employed to meet the requirements of a campaign with minimal adaptation to the content of political communication. The communication forms appropriate to technologies, with Twitter and Facebook as was formerly the case with radio and television, become incorporated into the toolboxes and repertoires of political campaigners.
In turn, as digital technologies increasingly become embedded in political communication, research has burgeoned with works exploring the way in which email, websites and more recently the plethora of social media platforms are employed and impact upon the implementation of election campaigns. Studies have charted the increased use of websites, weblog tools, email and most recently social media by political campaigns (Gibson & Ward, 2009) , as well as the use of similar platforms by citizens to communicate about elections and political issues more generally (Loader, Vromen & Xenos, 2014) . As political participation develops an online dimension so political parties, in particular during elections, seek to exploit Apart from the innovations of outsider candidates like Ventura, the early days of Internet campaigning involved the development of something akin to an online shop front. The website provided a means where citizens could learn more about a candidate or party, and be persuaded that the platform they offered was an attractive and viable alternative to their competitors.
Websites have evolved from being static, information-heavy spaces to stripped down, functional campaigning hubs. When entering a party website visitors are more likely to face invitations to sign-up, join and donate than a campaign slogan. These developments reflect the recognition by strategists that visitors are likely to have already formed an interest and possibly be supportive prior to their visiting. The idea that a website will gain accidental visitors in the days of search results being determined by complex and personalised algorithms and search engine optimisation strategies is moribund.
While a website has become a standard campaign tool for the postmodern campaigner, the new election battleground is increasingly found on social media. Political actors at all levels, from presidents to neighbourhood campaigners, are increasingly likely to use platforms such as Facebook and Twitter as their primary means of communication. Such tools clearly mark a significant step forward in the technical and practical 'know-how' needed to run and maintain a viable digital campaign. Their introduction, at once, bring a more multi-modal, cross-referencing and interactive style to the political communication genre. They also offer a myriad of new ways for citizens to connect with politicians -likes, shares, retweets and follows -have all now A c c e p t e d M a n u s c r i p t 4 become standard terms in the campaign lexicon. Each action has the potential of making the campaign more visible to a wider audience, getting the message out while also drawing in visitors (Gerodimos & Justinussen, 2015) . The social media pages created for a campaign can then direct followers to other sites and video content, drawing them closer to the campaign.
Beyond the expanded and enriched voter interface they offer there is also a richer organizational legacy that flows from campaigns adaptation to the Facebook era. Through social networking sites it now becomes possible for parties, big and small, to engage in new forms of community building and to open their boundaries beyond formal membership (Gibson, 2015; Gibson et al. 2016 ). Through Facebook groups, meetup software, hashtags and dissemination of mobile apps parties are increasingly able to mobilise and 'weaponise' members and also more crucially nonmembers to take action on their behalf during and also between elections (Karpf, 2012; Kreiss, 2012; Warren, Sulaiman & Jaafar, 2015) . The new resources that such tools generate clearly offer a considerable boost to parties' capacity to fight and win elections and may even provide a way to regenerate Europe's faltering 'mass' party model. However, the inevitable dilution of elite control and party discipline that this more devolved and 'outsourced' model of organization causes could also act as a barrier to their full exploitation. Whether this tension will be resolved through a shift toward more personalised and candidate-centered politics and a further weakening of traditional party models is thus an open question.
However the wider tectonic plates of party systems may shift in response to the new technology it is a given that political candidates and parties will continue to compete for attention via digital media. Beyond signing-up helpers, the internet and particularly social media has a range of Campaigns utilise the full hypermedia environment to disseminate content that combines slogans and images which can gain accelerated reach through peer-to-peer sharing within online networks. While the traditional media forms of television and newspapers remain the main priorities during election campaigns, digital communications and social media in particular do not lag far behind (Lilleker, Stetka & Tenscher, 2015) . Isolating any communication medium from others, however, is complex and challenging; especially when attempting to isolate the effects of a medium on the attitudes and behaviours of an audience. Experimental research has developed understandings of the role that mass media plays, in particular Graber's work on television (Graber & Dunaway, 2014) , in exposing audiences to political ideas as well as influencing voter choices. Similarly research has also given insights into the power of websites, weblogs and social media for increasing engagement in politics, heightening the propensity to seek information and take part in a range of acts of political participation (Gil de Zúñiga, Veenstra, Vraga & Shah, 2010) . Therefore, arguably, political science has laid the groundwork for understanding that media can impact on voter choices and that such impacts can be measured. Yet the hybrid media environment mapped by Variances in communication strategy have been found to impact upon the receivers' levels of engagement, their propensity to seek further information, and determine their propensity to participate (Xenos & Moy, 2007 ). Yet isolating these factors remains a challenge for strategists and researchers alike. While the ceteris paribus principle can provide indications (KocMichalska, Lilleker, Surowiec & Baranowski, 2014) , it remains impossible to isolate any one factor when studying the vibrant atmosphere that is an election campaign. The evidence suggests that independent of scientific evidence for a digital campaign effect, campaign strategists see these technologies of being able to offer significant gains. In the UK social media campaigning by the Conservatives in 2015 were argued to be pivotal in persuading floating voters in marginal constituencies (Moore, 2016) , while the Labour-supportive Momentum infrastructure was A c c e p t e d M a n u s c r i p t 7 designed to leverage younger disaffected citizens (Klug, Rees & Schneider, 2016) . The belief thus predominates that while traditional media remain a key battleground, innovations within the digital environments can make a real difference in winning over voters (Lilleker, Stetka & Tenscher, 2015) .
This special edition collects together seven papers which add theoretically and empirically to academic understanding of how candidates and parties view and so use digital technologies to communicate with voters and explores the effect of usage on the attitudes and behaviours of citizens within the context of elections in Europe (national, regional or European Parliament).
Recognising the US as the locus of innovation in this area, we wish to explore how digital technologies are employed in systems where resources are less plentiful and where the political culture is less polarized and expressive. We cannot aspire to provide a definitive response to the very complex questions of effects; rather we seek to contribute to those wider debates. Our emerging as a separate factor. Gender differences are important in understanding differences in approaches to using campaigning tools, with female candidates evaluating the value of social media higher, especially Facebook, followed by Twitter. Women candidates seem, however, to use social media as a partisan promotional tool rather than for personal advertising. Italian elections. Garzia finds the effect of leaders' personality evaluation on voting behavior stronger for those heavily exposed to television, on the contrary those active on the internet pay significantly less attention to leaders' personality evaluations. Though, the effect of personality
